INTRODUCTION
To marketers, microcomputers are of interest from two aspects. To the degree that microcomputers affect the practice of marketing, it is necessary for marketers to stay current with their influence. In other words, they affect the "state-of-the-science" of marketing and, therefore, provide a potential for differential advantage. As a product penetrating both the consumer and industrial markets, it is important for marketers to understand the extent and characteristics of this market penetration. When one segment of the industrial market consists of marketing professionals themselves, understanding is doubly important.
As a first step toward analyzing and understanding this situation, the purpose of this article is to measure the extent of usage of microcomputers by marketing professionals and to describe how microcomputers are used as an aid in marketing decision-making. To accomplish this purpose, a national sample of marketing professionals was contacted via a mail survey and asked various questions concerning availability of microcomputers versus mainframes, decisions and responsibilities performed with each type of computer, software and hardware used, and selected demographics.
BACKGROUND
Many articles have discussed the growth and application of MIS systems and microcomputers (Amstutz 1969; Comer 1971; Cox and Good 1967; Flanagan 1984; Goslar 1985; Kotler 1966; Marketing News 1986a; Pruchansky 1986; S paulding and Harris 1986 1985; Nulty 1984; Shoor 1986 ).
Much of the research has concentrated on identifying who within the organization is using the computer, how (if at all) computers are integrated into the organization, and for which activities the computer is being used. Comparisons across studies and generalizations about computer usage are difficult because many of the studies focus on particular businesses or business functions. For instance, one study found that hospitals tend to use computers for their admissions procedures and to assess the impact of their advertising (Fisher 1986) , while an analysis of computer usage at Kraft revealed that the computer was primarily used for promotion analysis and tracking (Marketing News 1986b) . A shoe manufacturer uses computers as part of a management information system (Marketing News 1985a), while at Honeywell computers are most often used by corporate managers (Marketing News 1985b) .
Another approach has been to assess computer usage in organizations by questioning those people within the organization who are most knowledgeable about computers and management information systems (McLeod and Rogers 1985) or managers in particular functional areas. The areas researched and identified as heavy computer users are sales, direct mail, distribution, finance, insurance, and consulting, or managers and professionals who use spreadsheets (Betts 1985; Farrell 1985; Fleischer 1982; Sales and Marketing Digest 1986; Infosystems 1986 ).
This research approach makes an important contribution by building case studies of actual usage. However, it does raise an important question of the impact of computer usage on management in general. Several authors saw the use of individual case studies as a starting point and began to investigate how the use of technology fits with the process of managing (Karten 1986; Infosystems 1986) . McLeod and Rogers (1982) predicted "terminal use will continue to increase but not so much by the executives themselves as by their staff. Staff members will have the responsibility of interacting with the computer both on input and output. The staff member will serve as a gatekeeper, analyzing and interpreting system output for the executive. The importance of such responsibility cannot be overemphasized." Currently, half of middle managers are using microcomputers (Management Worm 1984) and the resistance by high level managers is breaking down with the use of newer technology, making the use of r easier and more desirable (Betts 1985; Industrial Management and Data Systems 1986; McCartney 1986; Shoor 1985) . Berry (1983) found that half the respondents in every category accept microcomputers as "essential." With predictions that one in three executives will be using computers by 1990 and that overall usage of computers in business will increase tenfold by 1990 (Industrial Management and Data Systems 1986; Nulty 1984) , the issue of the impact of computer usage on management in general and marketing management in particular is of critical importance. One previous study examined this issue but only assessed salespeople rather than a cross section of marketing professionals (Taylor 1986) . Therefore, the purpose of this article is to examine marketing professionals across organizations and functions to assess not only the computer usage patterns of marketing professionals, but also the decision making activities for which they use computers and their satisfaction with both hardware and software used.
METHODOLOGY
The instrument was a three page questionnaire requesting information on software use; hardware type, availability, and accessibility; managerial and analysis activities aided by computers and satisfaction with computer use for these decisions; and demographics. A pretest was conducted to determine software and hardware that should be listed and a second pretest was conducted to test the instrument. In the actual study, the population of marketing professionals constituted a random sample of 2700 marketing executives taken from a population of 48,995 marketing executives compiled by Hugo Dunhill Mailing Lists, Inc. One mailing of the instrument resulted in 346 usable returned questionnaires, for a response rate of 12.8 percent. Due to mailing list restrictions, no further mailings or contact of nonrespondents was undertaken. This response rate compares favorably (9.5 percent response rate) to previous similar research (Berry 1983 ). Further, Berry (1983 found little evidence of nonresponse bias.
This study is intended as a first step toward understanding microcomputer usage by marketing professionals and to direct future research. Therefore, the level of nonresponse in this study poses no problem as long as the reader realizes these results may not be generalizable to the overall population, but may be limited to companies which are using microcomputers extensively.
RESULTS
The respondents provided a wide range of demographic variation. Although the preponderance of respondents were managers (51.3 percent), directors constituted 20.3 percent of respondents, 25.5 percent were vice presidents, and 2.9 percent were corporate presidents. Of all respondents, 67.9 percent gave marketing as their area of responsibility, product/market management was given by 14.8 percent, 9.5 percent listed sales, 3.9 percent mentioned research, and 3.9 percent gave advertising/public relations.
As Tables 1 a and 1 b indicate, a wide range of corporate size (in terms of annual revenue and number of employees)" was represented in the responses, with a median number of employees in the 101 to 500 range. The response base was quite cross sectional with respect to location and industry (Tables lc and ld) . Although a large subset was from the North Central, Mid Atlantic, and Southern regions, existing geographic distribution
